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ABSTRACT 

This research aims to analyze the influence of customer service, interest rates, and security guarantees 
on customers' interest in savings at Bank NTT Main Branch Office (KCU) Kupang City. This study 
uses a quantitative method with a descriptive approach. Data collection was carried out through the 
distribution of questionnaires to Bank NTT customers and data analysis using multiple linear 
regression. The results of the study show that customer service has a positive and significant effect on 
saving interest. Interest rates also have a significant influence, this shows that the higher the interest 
offered, the greater the interest of customers to save. In addition, the security guarantees provided by 
banks make a positive contribution to the customer's decision to keep their funds. Simultaneously, the 
three independent variables (customer service, interest rates, and security guarantees) have a 
significant influence on the bound variable (interest savings). The results of this study provide 
important implications for the management of Bank NTT to continue to improve the quality of 
services, provide competitive interest rates, and ensure security and trust in banking transactions. This 
research is expected to be an input for Bank NTT in improving service quality, providing competitive 
interest rates, and providing a sense of security and trust in banking transactions. 
Keywords: Customer Service, Interest Rate, Security Guarantee, Savings Interest. 
 

 
INTRODUCTION 

Banks, as financial institutions, play a crucial role in a country's economy. As 
institutions responsible for collecting and channeling funds from and to the public, 
banks not only support economic growth but also contribute to national equality and 
stability. With their ability to collect and channel funds effectively and efficiently, 
banks serve as a key vehicle for improving people's living standards. One important 
aspect of banking operations is customer service (Triandaru et al., 2009). 

Effective customer service contributes to increased customer loyalty, which in 
turn strengthens the bank's position in an increasingly competitive industry. 
According to Kasmir (2008), good customer service involves various efforts to provide 
convenience, comfort, and satisfaction to customers through the various products and 
services offered by the bank. This includes not only technical aspects such as speed 
and reliability of service, but also emotional aspects such as the friendliness and 
concern of bank staff in serving customer needs. However, in addition to service, 
another factor that is no less important in attracting customers to save at the bank is 
the interest rate offered (Kasmir, 2008). 

Interest rates play a significant role in influencing customers' interest in saving. 
Competitive interest rates can encourage customers to save more actively, as they will 
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receive more attractive returns on their deposits. According to Sukirno (2011), the 
interest rates set by banks influence customer savings behavior. High interest rates are 
attractive to customers, as they will receive greater returns on their savings. 
Conversely, low interest rates can discourage customers from saving and encourage 
them to seek alternative investments. 

other more profitable Sukirno, p. 375 (2011). In addition to improving service 

quality, banks also need to pay attention to interest rate policies as a strategy to 
increase interest in saving among customers. The combination of good service and 
competitive interest rates can be a determining factor in retaining and attracting more 
customers to save at the bank. 

In an era of increasingly fierce competition in the banking industry, banks are 
required to continuously innovate and improve service quality to retain and attract 
more customers. Bank NTT, as one of Indonesia's regional financial institutions, faces 
similar challenges in maintaining customer loyalty and attracting savings. Two 
important factors believed to significantly influence customer interest in saving are 
the quality of service provided by the bank and the interest rates offered. 

Observations and findings in Bank NTT's 2023-2024 Annual Report indicate 
several key issues facing Bank NTT. Bank NTT continues to strive to improve the 
quality of its customer service, including through the development of a digital-based 
banking ecosystem. However, challenges remain in ensuring that the services 
provided are truly effective in increasing customer satisfaction and loyalty. Problems 
can arise if the service provided does not meet customer expectations, which can lead 
to a decrease in customer interest in continuing to save at the bank. 

The interest rate offered by Bank NTT is a determining factor in attracting 
customers to save. However, with interest rate fluctuations caused by macroeconomic 
conditions and monetary policy, banks need to ensure that the interest rates offered 
are competitive and able to attract customers. Problems arise when the interest rates 
offered are not attractive enough, causing customers to choose to save at other 
institutions or seek more profitable investment alternatives. 

Bank NTT operates amidst intense competition from other banks, both 
regionally and nationally. This challenge requires Bank NTT to continuously innovate 
its products and services, as well as adjust its interest rates to remain competitive. The 
strategic challenge is how to integrate quality customer service with an attractive 
interest rate policy, thereby increasing customer interest in saving and strengthening 
the bank's market position. 

From the information and data obtained, the researcher considers that overall, 
Bank NTT needs to find the right balance between service quality and interest rate 
policy in order to maximize customer interest in saving, increase loyalty, and 
overcome challenges in the banking industry competition. Based on the background 
of the problem, a study was conducted which is presented with the title "The Influence 
of Customer Service, Interest Rate Levels and Guaranteed Sense of Security on 
Customer Interest in Saving at Bank NTT Kupang City". 
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RESEARCH METHOD 

This type of research is quantitative research because the data used in this 
study are in the form of numbers and analyzed using statistics. Quantitative research 
is a research method based on concrete data, research data in the form of numbers 
measured using statistics as a calculation test tool, related to the problem being 
studied to produce a conclusion (Sugiyono, 2019). The research approach used in this 
study is quantitative descriptive, because the data used in this study are in the form 
of numbers and analyzed using statistics. According to Sugiyono (2019) quantitative 
descriptive research is a method used to analyze data by describing or depicting the 
data that has been collected as it is without intending to make conclusions that apply 
generally or generalizations. Therefore, in order to obtain valid information and data, 
this study uses quantitative descriptive research. The analysis methods used in this 

study are: 
Data quality test 
1. Test Data Validity 
2. Test Data Reliability 
 
Multiple Linear Regression Analysis 
Classical Assumption Test 
1.Normality Test 
2.Multicollinearity Test 
Multicollinearity Test 
Hypothesis Testing 
1. TestSimultaneous (F Statistical Test) 
2. TestPartial (t-Statistic Test) 
3. TestCoefficient of Determination (r2) 

 

RESULT AND DISCUSSION  

1. Data Validity and Reliability Test 
 

Table 1 Data Validity Test 
 

Variables R Count R Table Information 

 0.700 0.196 VALID 

 0.725 0.196 VALID 

 0.656 0.196 VALID 

Impact of Service 0.601 0.196 VALID 

(X1) 0.762 0.196 VALID 

 0.681 0.196 VALID 

 0.692 0.196 VALID 

 0.598 0.196 VALID 

 0.581 0.196 VALID 

 0.589 0.196 VALID 
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Influence of Level 0.740 0.196 VALID 

Interest Rate (X2) 0.844 0.196 VALID 

 0.734 0.196 VALID 

 0.799 0.196 VALID 

 0.740 0.196 VALID 

 0.797 0.196 VALID 

 0.721 0.196 VALID 

 0.677 0.196 VALID 

 0.720 0.196 VALID 

The Influence of 
Jamiman 

0.780 
0.196 VALID 

Sense of Security (X3) 0.837 0.196 VALID 

 0.838 0.196 VALID 

 0.861 0.196 VALID 

 0.729 0.196 VALID 

Interest in Saving (Y) 0.799 0.196 VALID 

 0.887 0.196 VALID 

` 0.795 0.196 VALID 

0.746 0.196 VALID 

 0.758 0.196 VALID 

 0.770 0.196 VALID 
Source: Primary data processed by researchers, 202 

 

Table 2 Data Reliability Test 
 

Variables Cronbach's 
Alpha 

Information 

Influence of Service (X1) 0.830 Reliable 

Interest Rate (X2) 0.876 Reliable 

Security Guarantee (X3) 0.891 Reliable 

Interest in Saving (Y) 0.894 Reliable 
Source: Primary data processed by researchers, 2025 

 

Based on the validity and reliability test table above, the validity test was 
conducted by comparing the calculated r value of each statement item with the r table 
of 0.196. An item is declared valid if the calculated r value is greater than the r table. 
It can be seen that most variables have more than half of the valid items and with a 
Cronbach Alpha value of 0.98, the research instrument is very reliable and has very 
high consistency between statement items, so this instrument is suitable for further 
analysis. 

In this study, only statement items that met the validity requirements, namely 
having a calculated r value greater than the table r, were used in further analysis. 

 

2. Multiple Linear Regression Analysis 
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Table 3 Multiple Linear Regression Test 

Variables 
Coefficient T Sig. 

2,303 3,464 .001 

Customer Service .097 4,625 .001 

Interest Rate Level .064 6,030 .001 

Guaranteed Sense of Security .084 3,045 .003 
              Source: Primary data processed by researchers, 2025 

Based on the table above, it can be seen that the results of the multiple linear 
regression analysis for the Customer Service variable are 0.097, the Interest Rate 
variable is 0.064, and the Security Guarantee variable is 0.084, so that the regression 
equation model obtained is as follows: 

Y= 2.303 + 0.097X1 + 0.064X2 + 0.084X3 

From the multiple linear regression equation above, it can be explained as follows: 
1. The constant value of 2.303 means that if the variables Customer Service, Interest 

Rate and Security Guarantee are zero, then the Interest in Saving is 2.303. 
2. The regression coefficient value for the Customer Service variable (X1) has a value 

of 0.097, meaning that every 1 point of Customer Service will increase Saving 
Interest by 0.097 points. 

3. The regression coefficient value for the Interest Rate variable (X2) has a value of 
0.064, meaning that every 1 point increase in the Interest Rate will increase Saving 
Interest by 0.064 points. 

4. The regression coefficient value for the variable of Security Guarantee (X3) has a 
value of 0.084, meaning that every 1 point of Security Guarantee will increase 
Saving Interest by 0.084 points. 

3. Classical Assumption Test 

Data Normality Test 

Table 4 Data Normality Test 

One-Sample Kolmogorv-Smimov Test 

 Unstandardized Residual 

N 100 

Normal Parametersa,b 
Mean .000000 

Standard Deviation 2.88955401 

Most Absolute .057 

Extreme Positive .027 

Differences Negative .057 

Statistical Test .057 

Asymp. Sig. (2-tailed) .200 

a. Test Distribution is Normal 

b. Calculated from data 

  Source: Primary data processed by researchers, 2025 
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Based on the results of the Normality test, the significance value is 0.200>0.05, 
so it can be concluded that the residual value is normally distributed. 
The following are the results of the normality test with a histogram: 
 

Figure 1 Normality Test 

 
      Source: Primary data processed by researchers, 2025 

 

The histogram graph above shows that the data is normally distributed 
because the graph is normal and does not deviate to the right or left. The normal plot 
graph also supports the test results with the histogram graph. 
Multicollinearity Test 

Table 5 Multicollinearity Test 

Variables Tolerance VIF 

Impact of service .460 2,172 

Interest rate level .724 1,381 

Guarantee of security .451 2,219 

    Source: Primary data processed by researchers, 2025 

In this study, the multicollinearity test aims to determine whether there is a 
high correlation relationship between the independent variables of Service Influence 
(X1), Interest Rate (X2), and Security Assurance (X3) in the regression model that can 
interfere with the analysis results. It can be seen that the two main indicators used are 
Tolerance, namely a tolerance value below 0.10 indicates the possibility of 

multicollinearity, while a VIF (Variance Inflation Factor) value above 10 indicates the 
presence of high multicollinearity. 

The multicollinearity test results show that all independent variables have a 
tolerance value above 0.10 and a VIF below 10. This indicates that there is no 
multicollinearity among the independent variables in the regression model. Thus, the 
regression model is suitable for further analysis. 
Heteroscedasticity Test 
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Figure 2 Heteroscedasticity Test Results 

 

                              Source: Primary data processed by researchers, 2025 

The results of the Heteroscedasticity Test show that the acatterplot graph 
between SREISID and ZPRED shows a distribution pattern, where the points are 
spread randomly and are spread both above and below the number 0 on the Y axis. 
This can be concluded that there is no Heteroscedasticity in the regression model, so 
the regression model is suitable for use to predict the variables of the Influence of 
Customer Service, Interest Rates and Security Guarantees. 

 

4. Hypothesis Testing 

Partial Test (t-Statistic Test) 

Table 6 Partial Test (t-statistic test) 

Variables T Sig. 

Impact of service 4,329 0.001 

Interest rate level 5,822 0.001 

Guarantee of security 3,155 0.003 

    Source: Primary data processed by researchers, 2025 

The t-test was used to prove the hypothesis that customer service, interest 
rates, and security partially influence savings interest. The test is as follows: 

1. The influence of services on interest in saving 
Hypothesis statement: 
H0 : Nothere is an influence between customer service and

 interest in saving at Bank NTT KCU Kupang City. 
H1 :There is an influence between customer service and interest

   saving at Bank NTT KCU Kupang City. 
 H0accepted if thitung < t tabel 
   H1accepted if thitung > t tabel 
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The output results obtained thitung influence of service of 4,329 with t tabel 
value (df = nk = 100-3) = 97 is 1,985 and significance level (0.05). The significance level 
of customer service variable is 0.001, so it can be concluded that H1 is accepted and 
H0 is rejected because thitung > ttabel and for significance 0.001 <0.05. This means 
that partially the influence of service has a significant effect on customer savings 
interest at Bank NTT KCU Kota Kupang. 

2. Interest rate on interest in saving 
Hypothesis statement: 
H0 : Nothere is an influence between interest rates and interest in 

saving at Bank NTT KCU Kupang City. 
H2 :There is an influence between interest rates and interest

   saving at Bank NTT KCU Kupang City. 
 H0accepted if thitung < t tabel 
   H2accepted if thitung > t tabel 

The output results obtained thitung interest rate of 5,822 with t tabel value (df 
= nk = 100-3) = 97 is 1,985 and significance level (0.05). The significance level of the 
interest rate variable is 0.001, so it can be concluded that H1 is accepted and H0 is 
rejected because thitung > ttabel and for significance 0.001 <0.05. This means that 
partially the interest rate has a significant effect on customer savings interest at Bank 
NTT KCU Kota Kupang. 

3. guarantee of a sense of security regarding interest in saving 
Hypothesis statement: 
H0 : Nothere is an influence between guaranteeing a sense of security 

and interest in saving at Bank NTT KCU Kupang City. 
H2 :There is an influence between guaranteeing a sense of security 

and interest   saving at Bank NTT KCU Kupang City. 
 H0accepted if thitung < t tabel 
   H3accepted if thitung > t tabel 

The output results obtained t count of security assurance of 3.155 with a t table 

value (df = nk = 100-3) = 97 is 1.985 and a significance level of (0.05). The significance 
level of the security assurance variable is 0.001, so it can be concluded that H1 is 
accepted and H0 is rejected because t count > t table and for its significance 0.003 < 
0.05. This means that partially the security assurance has a significant effect on 
customer savings interest at Bank NTT KCU Kupang City. 

Simultaneous Test (F Statistic Test) 

Table 7 Simultaneous test (F-statistic test) 

Model F Sig. 

Regression 79,946 <,001b 

Source: Primary data processed by researchers, 2025 

Based on the table above, the ANOVA table shows that F count is 79.946 with 
F table 2.70. That F count (79.946) > F table 2.70, while significant (0.001) < from alpha 
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at a rate of 10% or 0.05 so that the hypothesis can be concluded that H4 is accepted, 
meaning that the independent variables (the influence of service, interest rates and 
guarantee of security) have a positive and significant effect on the dependent variable 
(interest in saving). 

Coefficient of Determination (r2) 

Table 8 Coefficient of Determination (r2) 

Model R 
R 

Square 

1 .845a 0.714 

Source: Primary data processed by researchers, 2025 

Based on the results in the table above, it can be seen that the R Square value 
obtained is 0.714. which means, 71.4% of the variation in the dependent variable of 
customer savings interest at Bank NTT Kupang City, can be explained by three 
independent variables, namely customer service (X1), interest rates (X2), and 
Guaranteed Sense of Security (X3). Meanwhile, the remaining 28.6% is explained by 
other factors outside this research model. Meanwhile, the Adjusted R Square value of 
0.705 indicates an adjustment to the number of predictor variables used. 

Therefore, it can be concluded that the regression model used in this study has 
a high degree of accuracy in explaining customer savings interest. The three 
independent variables together have a significant influence, contributing 70.8% to 
customer savings interest at Bank NTT Kupang City. 
 
DISCUSSION 

Based on the analysis and various tests conducted, the next step is to discuss 
the data processing results. The variables examined in this study are Customer Service 
(X1), Interest Rate (X2), Security Guarantee (X3), and Savings Intention (Y). 
 
The influence of customer service on interest in saving 

Based on the research results, variable X1, namely Customer Service, has a 
significant influence on Customer Savings Interest at Bank NTT Kupang City. This 
can be seen from the significance value (Sig.) which is smaller than 0.05, which is 0.001, 
as well as a positive regression coefficient value of 0.450. This indicates that the better 
the customer service provided by Bank NTT Kupang City, the higher the customer's 
interest in saving. The significant influence of customer service on customer savings 
interest can be explained by several factors. First, good customer service can increase 
customer satisfaction and build customer trust in the bank. When customers are 
satisfied with the service provided, they will be more likely to save at the bank. 
Second, good customer service can also increase customer awareness of the 
importance of saving and managing finances well. 

In this study, the regression coefficient value for the Customer Service variable 
was 0.450, indicating that every one-unit increase in customer service would increase 
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customer savings interest by 0.450 units. Thus, it can be concluded that customer 
service has a significant and positive influence on customer savings interest at Bank 
NTT Kupang City. 

This research is in line with previous research according to Kasmir, (2008) 
which states that service is an important indicator in influencing customer satisfaction 
and decisions to use banking services. 

 
The Influence of Interest Rates on Interest in Saving 

LevelInterest rates are one of the factors that influence customer interest in 
saving at Bank NTT Kupang City. Based on the research results, variable X2, namely 
the Interest Rate Level, has a significant influence on Customer Interest in Saving at 
Bank NTT Kupang City. This can be seen from the significance value (Sig.) which is 
smaller than 0.05, namely 0.001, as well as the positive regression coefficient value of 
0.384. This indicates that the higher the interest rate offered by Bank NTT Kupang 
City, the higher the customer interest in saving. 

The significant influence of interest rates on customers' savings intentions can 
be explained by economic theory, which states that interest rates are one of the factors 
influencing customers' decisions to save. The higher the interest rate, the greater the 
return customers receive on their savings, thus making them more inclined to save. In 
this study, the regression coefficient for the Interest Rate variable of 0.384 indicates 
that every one-unit increase in the interest rate will increase customers' savings 
intentions by 0.384 units. 

NTT City BankKupang needs to pay attention to competitive interest rates to 
increase customer interest in saving. Competitive interest rates can be an effective 
marketing strategy to increase the number of customers and increase customer 
interest in saving at Bank NTT Kupang City. Therefore, Bank NTT Kupang City needs 
to conduct market analysis and monitor the interest rates offered by other banks to 
determine competitive and attractive interest rates for customers. Based on the results 
of statistical tests, namely the t-test of 5.822> 1.984, with a Sig. level. = 0.001 <0.05, 
which means that the Interest Rate Level has a significant effect on Saving Interest. 
This finding is in line with what Mankiw, (2012) said that interest rates are the main 
factor that influences saving decisions because they are a form of compensation for 
postponed consumption. 
 
The effect of a sense of security on interest in saving 

Security assurance is one of the factors that influence customer savings interest 
at Bank NTT Kupang City. Based on the research results, variable X3, namely Security 
Assurance, has a significant influence on Customer Saving Interest at Bank NTT 
Kupang City. This can be seen from the significance value (Sig.) which is smaller than 
0.05, namely 0.003, as well as a positive regression coefficient value of 0.255. This 
indicates that the higher the security assurance provided by Bank NTT Kupang City, 
the higher the customer savings interest. 

The significant influence of security assurance on customer savings intentions 
can be explained by customers' need for security and trust in depositing their funds 
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in banks. Customers want to feel safe and confident that their funds will be managed 
properly and securely by the bank. Therefore, Bank NTT Kupang City needs to pay 
attention to security and trust aspects in providing services to customers, such as by 
providing a sophisticated security system, conducting strict monitoring of customer 
transactions, and providing transparent information about bank policies and 
procedures. 

Thus, Bank NTT Kupang City can increase customer interest in saving by 
providing a high level of security. This can be achieved by improving service quality, 
enhancing system security, and educating customers about bank policies and 
procedures. 

NTT City BankKupang needs to prioritize security and trust aspects in its 
marketing and customer service strategies to increase customer interest in saving. A 
sense of security also influences customers' decisions to save. The sense of security 
referred to here includes the security of the banking system, protection of customer 
funds, and trust in the stability and credibility of the bank. If customers feel confident 
that their funds are safe, they will be more comfortable and encouraged to save more. 
Based on the results of the statistical test, namely the t-test of 3.155 > 1.984, with a Sig. 
level = 0.003 < 0.05, which means that the guarantee of security also has a significant 
effect on Saving Interest. This finding is in line with what was said by Kotler and 
Keller (2016) that trust is an important factor in building long-term relationships 
between companies and consumers. In the banking context, security assurance is part 
of a relationship marketing strategy that functions to maintain loyalty and increase 
the intensity of customer transactions. 

Based on the results of the research and discussion that have been carried out, 
it can be concluded that variables X1 (Customer Service), X2 (Interest Rate), and X3 
(Guaranteed Sense of Security) have a significant influence on Customer Savings 
Interest at Bank NTT, Kupang City. 

The theory used in this study suggests that good customer service, competitive 
interest rates, and a high sense of security can increase customer interest in saving. 

The results of this study support this theory and demonstrate that these three variables 
have a significant influence on customer interest in saving. 

In practice, the results of this study indicate that Bank NTT Kupang City needs 
to consider these three factors to increase customer interest in saving. Good customer 
service can increase customer satisfaction and build trust in the bank. Competitive 
interest rates can be an effective marketing strategy to increase customer numbers and 
stimulate interest in saving. A high level of security can increase customer trust and 
make them feel secure in depositing their funds with the bank. 

NTT City BankKupang can increase customer interest in saving by addressing 
these three factors, improving service quality, offering competitive interest rates, and 
providing a high level of security. Therefore, Bank NTT Kupang City needs to 
prioritize these three factors in its marketing and customer service strategies to 
increase customer interest in saving and enhance customer loyalty. 
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CONCLUSION  
Based on the research results and discussion, the following conclusions can be 

drawn: 
1. Customer service significantly influences interest in saving. Fast, friendly, and 
professional service has been proven to build customer trust and comfort, 
thereby increasing their desire to save at Bank NTT. This demonstrates that 
service quality is a crucial factor in shaping customer loyalty and interest in bank 
savings products. 
2. LevelInterest rates significantly influence interest in saving. Customers tend to 
be more interested in saving if the bank offers a competitive interest rate. Interest 
rates are a key consideration in financial decision-making because they provide 
direct economic benefits to customers. 
3. A sense of security also significantly influences interest in saving. The sense of 
security provided by the bank, whether in terms of transaction security, data 
protection, or institutional stability, influences customer perceptions and comfort 
in saving their funds. Trust in a bank's security system is crucial to the 
sustainability of the relationship between customers and financial institutions. 
4. Simultaneously, customer service, interest rates, and a sense of security 
significantly influence savings interest. These three variables complement each 
other and together form a crucial foundation for increasing customer savings 
interest. The model used in this study is able to explain most of the variation in 
customer savings interest at Bank NTT. 
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